


Current Field Sales observations from New York Metro Managers on new 
SALEM proposition based on feedback from 16 Field Managers 12/11/97 


Brand Awareness 
° Awareness in general market increasing, consumers are not blind to 
proposition : 


- Consumer confusion of Box versus Soft Pack working itself out 
Awareness in overdeveloped Newport areas weak 
: Newport Box business has critical mass in these areas. It's not 
what brand do you smoke? It’s do you smoke? If yes, it's Newport FF 
Box 85 
- Why do you smoke Newport? “Ifs menthol” 
- Thess consumers don't have a negative perception of SALEM 
- Don't have a perception at all - many don't even know it's menthol 
Distribution/Product Availability 


' No problem selling the product all the way down to low volume 
- Slide Box, green cigarette, selling features 


- When competitive consumers listen and try Slide Box, they like the 
product, package and the green cigarette 


Natural Menthol 
. No impact on competitive smokers 
e Some existing franchise perceive as negative 


- Feel their product has changed 
Competitive Trial 


+ _ First time in years you can get a Newport smoker to try SALEM, only if 
they take the time to listen and see the product/package 


. Typical Newport smoker shops with blinders on, standing in front 
of store plastered with advertising . 
- “Never heard of SALEM”... . even though they are surrounded 
with new SALEM advertising 


. if we continue using advertising that’s not “in your face”, we will need 
to approach every Newport smoker 1 on 71... where do we get 
the manpower . . . the time. . . ete. 
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Displays 


° B1G1F | 
- Small footprint works 
- Support materials need to be bolder, more “in your face” 
- “Free Pack When You Buy 1” 
- Dump bin riser card needed 





. 2 ctn DPC works great! 
. Permanent footprint advertising 


- Black works inside (all Managers agreed) 
- SALEM needs to be in bold white lettering 


- ~ Create double sided 24" card 
- One side Slide Box with cork filters showing 
~ = One side Soft Pack with white filters showing 
i.e., “same great taste, contemporary new pack” 
Qut-Of-Home 
. .Field Sales opinion - not effective 
- “They don't get it’, no brand registration 
- Not relating “intrigue the senses” to SALEM 
- Not relating the ORB to SALEM 
- Let's offend them like WINSTON, be offensive in your face _ 
Exterior POS/PDI 


. Door/window decal “doesn't pop” 


- No brand registration 
- Keep it simple - black with ORB and bold white SALEM lettering 


. Banner size is right for Metro Market 


- Black doesn't work 
- Consumers don't see it - streets are too dark 


- Use Slide Box with bold white SALEM lettering 


° Need large ORB decal approximately 20" diameter i.e., No Bull sign, 
as weli as current ORB decal 


9€96 costs 
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In-Store POS/PDI 


Change mat - it works 

Dangler - too small, don’t see it 
Push Pack - a great piece 
Small ORB decal - it works 


Pasters - right size, minimal brand registration excluding one with 
Slide Box 


Roll tape - it works 


Product Point-Of-Difference (Benefits versus Features) 


No true benefit (point of difference) to consumer in the product’ 


We are selling on features - all Managers agree, these two extremely 
strong features can make up for lack of product point-of-differerice 


- Slide Box 
- Green cigarette 
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Field Sales identifled opportunities, things we can do based on what we've 
learned. 


ae General Market: Things are beginning to work 


- Retailer/consumer knowledge is increasing . . . plan appears to be 
coming together now | 
. Overdeveloped Newport pockets (Newport 50+ SOM) 


- These consumers are price sensitive . . . according to what they have 
told us on the street 


- One brand style has reached critical mass (Newport FF Box85) 
(South Bronx, Harlem, small portion inner-city Brooklyn) 


° Targeted Newport Box critical mass stores 


- 80-100 selected retail stores 


- in these heavy Newport areas, consumers have told us 
that they are willing to switch for price 


- In these select markets, cigarettes average $2.55, a $2.00 
price point will create switching/trial, a simple transaction 
(2 - $1.00 bills) 


SALEM Slide 85 FF extreme presence program. . . requires: 


- $2.00 retail price point funded 40¢ RJR, balance by 
retailer (retailer kick-in) 






- High exposure, exterior and interior POS/PDI on-going 










- Primary SALEM Slide Box 85 display 
- Special presence contract payment (3 months), must 
meet all requirements on-going: 











40 - 75 cpw $0-$ 45 
75 - 150 cpw $0-$ 90 
-150 + cpw $0 - $120 






If what we hearing from ghetto Newport smokers is correct, then this program will 
generate us trial. Consumers who shop these stores if they smoke, it's Newport 
Box. 
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~ Recommendations based on our observations - what should Marketing be 
working on 


° Advertising that will generate brand awareness 
- Bold “in your face” strong brand registration 
- Communicate Menthol feature 
À: Retail POS / PDI 
- Bolder BIGIF advertising “Free Pack When You Buy 1” 
- Add Dump Bin Riser Card 
- Bolder permanent footprint advertising 
- Maintain black but add bold white lettering “SALEM” - 
$ New double sided 24" card E : Eei, i 
- One side Slide Box with cork filters showing 
- One side Soft Pack with white filters showing 
- Redesign Door / Window Decal 
- Black background with ORB and bold white SALEM lettering 
- Redesign Banner | 
- Keep same size 
- Use Slide Box with bold white SALEM lettering 
- Eliminate black . . . consumers don't see it, streets are too dark 
- Create large ORB decal approx. 20” in diameter i.e., No Bull sign a 


- Feature product (Slide Box) on all pasters versus “intrigue the senses 


: Green Team 
- 100% coverage of all stores within identified inner-city 


Newport critical mass areas with Sales Force assistance , 
in identifying where to generate/face-to-face conversions 


. Let us see all POS/PDI revisions prior to ordering for Field use 
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